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Since the 1980s, the study on the history of ancient Chinese advertising is popular 
in advertising research. Advertising in Ming dynasty belonging to the category of 
Chinese ancient history of advertising, is the basic research part of advertising. With 
the rapid socio-economic development, and the emergence of the seeds of capitalism, 
the Ming dynasty is a special period. It is not only a transition period from the ancient 
Chinese society to modern society, but also a rising period of advertising development. 
But now the related research quantity is less, and lack of depth. This paper, based on 
historical notes of Ming dynasty, using literature and certificate, social history, text 
analysis and other methods, from the angle of advertisement communication, explores 
the development of advertising in Ming dynasty and its background. Different from 
previous studies in advertising, using advertisement type as a core issue, this article 
based on real historical data, analyzes the process of advertising communication. It 
from advertising source, that is goods and service, advertising media, advertising 
information that is specific advertising works three aspects to elaborate and build a 
relatively complete advertising communication process, then explain the interaction 
between advertising and business development environment. This research mainly 
draws the following conclusions: 
Advertising development in Ming dynasty and its economic, political and social 
environment are inseparable. The most prominent in politics is the rise of a new ruling 
class, their every move affects the development of society, resulting in the formation 
of a new scene: feudal commercial economy has been unprecedented prosperity, the 
merchant status also has improved, citizen stratum and the development of citizen 
literature have stimulated the development of cultural consumption in Ming dynasty, 
all of these provide direct impetus to the development of advertising in Ming dynasty. 
In the Ming Dynasty, the vigorous development of advertising began in the 
extremely rich of commodity. From the commodity type, product quality and services 
three angles, this paper pointed out the goods on the market of Ming dynasty with 
















but also appeared some specialized products and businesses which were Focus on 
market segments. The service industry development is also very prosperous. 
Advertising media is more rich than before, in the Ming dynasty. The wide spread 
in application of couplet advertisement and print advertisement, has led to the increase 
in the type of advertising. At the same time, the form of design and content 
arrangement in the Ming Dynasty is more creative. 
The development of advertising in the Ming dynasty is in a relatively high level. It 
mainly manifested in the following respects: firstly, the form which combines 
commercial and literary is popular, highlighting the characteristics of Ming dynasty. 
Secondly, the process of transmission is more exquisite, especially for the use of the 
halo effect and cluster effect shows the buds of marketing thinking. Thirdly, 
Advertising text style is rich. With taking some ideas in words and sentence, it has 
been improved in both propaganda and appreciation. 
The Notes rich in contents, have literary value and historical value. Local 
Chronicles, with a lot of contents in economy and customs, have retained many 
precious materials. It is a reference source for the future study of the advertising 
history. 
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